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The social web allows peers to share relevant
content at the click of a mouse

Social sharing enables the amplification of brand
and promotional messages

Marketing through content enhances SEO, SEM,
lead generation, and brand awareness

Spending on content marketing is rapidly growing
(59% of marketers in a Junta 42 study said they
were increasing spending on content marketing in
2010, only 7% were planning to decrease)

Brands need to understand what their constituents
are doing, where they can insert themselves, and
what the return is on their efforts



http://www.junta42.com/resources/content-marketing-spending-2010.aspx�

"People have really gotten comfortable not only
sharing more information and different kinds, but
more openly and with more people. [This is a] social
norm that has evolved over time.”

- Mark Zuckerberg
Facebook, President and CEO



People are consuming lots of online content
every day N

For more than an hour each day...

* 48% are reading content (articles, blogs, websites)

©67% are surfing the web I

049%WWritingema'




/5% of people'are somewhat or hlghly
likely.to share contentthey like online Wlth
friends, co-workers orfamily 1
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49% of people share content online at
least once a week




On Facebook alone, more than 30 billion
pieces of content (web links, news stories,
blog posts, notes, photo albums, etc.) are
shared each month

facebook

*Facebook statistics



For those 18-34, email and Facebook are
used a similar amount for sharing, for those
35 and over email is still dominant

*CMB Consumer Pulse 2010 (n= 1391)
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Email and Facebook are the most widely used ways to

share

Email is by far the most widely used to share (82% use it, 62% say use it most often),
Facebook is second (49% use it, 27% say use it most often)

When you share content, how do you typically share it? (select all)

g 86%

49%

Telephone 25%
Mail 9%
Print out 7%
Twitter 4%
Blog it 3%
Linkedin 2%
None of these 1%

*CMB Consumer Pulse 2010 (n=1391)



Email and Facebook are the most widely used ways to

share

Email is by far the most widely used to share (82% use it, 62% say use it most often),
Facebook is second (49% use it, 27% say use it most often)

When you share content,
how do you typically Overall Female
share it? (select all)

Email 86% 84% 88% 70% 78% 86% 92% 96% 97%
Facebook 49% 44% 54% 76% 70% 52% 43% 27% 24%
Twitter 4% 5% 4% 11% 7% 6% 2% 1% 0%
Linkedin 2% 2% 1% 2% 2% 2% 2% 0% 1%
Blog it 3% 2% 5% 5% 9% 4% 1% 1% 0%
Print out 7% 5% 8% 5% 5% 4% 8% 7% 9%
Mail 9% 7% 10% 6% 7% 7% 7% 9% 17%
Telephone 25% 18% 31% 17% 23% 20% 24% 29% 37%
None of these 1% 2% 1% 3% 2% 1% 0% 0% 0% '

11 *CMB Consumer Pulse 2010 (n=1391)



“It depends on what | am sending. If | think that their friend
might enjoy it Facebook is good because their friend can

also see the post.”
- Female 50-54

“Email allows for the recipient to view/read at their discretion
and on their time frame.”
- Male 40-44

“If I receive the info on Facebook, | use Facebook to send it, If |
receive it by email, | use e-mail to send it.”
- Female 45-49

“It is easy to load and share pictures on Facebook or load
pictures or music onto them...its quick.”
- Female 25-29

12 *CMB Consumer Pulse 2010




72% of people share because they find
something interesting or entertaining, much
more than thinking about what recipients

mlght value (58%)
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People share online content

“Because | find it interesting/entertaining,” “Because I think it will be helpful to the
recipients,” and “To get a laugh” are the top three reasons for sharing

All Reasons Primary Reason

Because | find it interesting/ 229 Because | find it interesting/ 45%
entertaining ? entertaining 0
Because | think it will be helpful to o Because | think it will be helpful to 0

the recipients = the recipients 30%
To get a laugh 58% To get a laugh 15%
To generate thoughtful ideas or 0 To generate thoughtful ideas or 0

discussion = discussion 7%
To promote my ideals or beliefs 15% To promote my ideals or beliefs 2%
To help people get to know me 12% To help people get to know me 2%
None of these 5% None of these 0%




Male and female respondents share mostly for the
same reasons

Primary reas dple say they share online content
Because finteresting ining 45%
: 44%

Because | helpful to
-

Female



“If I think it is funny, some of my friends might also.”
- Female 45-49

“If I get a laugh or chuckle from it, | will forward to
friends. If it is something that may interest one of my
friends, | will share also.”

- Male 50-54

“If | see something I find interesting or entertaining | copy
to email or send through Facebook... It's easy to do and
nice that I can let friends know something that | found

that they might not know about.”
- Female 60-64
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Older people think more about the recipients

of their content than younger consumers
11 Y

A\l
A } 1
For the content you do share,
what are your reasons for Overall 18-24 25-34 35-44 45-54 55-64 65+ j
sharing it? (select all)

= oo R 58%  45% 57%  54%  60%  67% | 67%
elpful to recipients

MB Consumer Pulse ZOM



I
Family photos, videos and news are still the most shared
online content

L =
Vi ‘;
What have you shared in the
last 3 months?

Family pictures and video (62%)
News about friends and family (52%)
Funny videos (43%)

News articles and blog posts (36%)

e s

Coupons and discounts (32%)

T TT—
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If people like the content, they are likely to share it

Some

News about a family member or friends

Family pictures or video

Funny videos

Coupons/discounts

News articles and blog posts (e.g., CNN, NY Times)

Advice articles and blog posts (e.g., personal or business tips)
Music/entertainment video

Educational videos

Contests

Sports news and highlights articles and blog posts (e.g., ESPN,...
Sports news and highlights videos (e.g., ESPN, Sports lllustrated)

Entertainment news /celebrity gossip videos (e.g., TMZ, Perez...

Entertainment/celebrity gossip articles and blog posts (e.g., TMZ,...

[ ll.l. "_- y 3 : .._. o 'L
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“I read/watch the content myself, if | know it will be helpful to
someone | will pass it along, this is typically done with articles/
videos about hobbies in common, but occasionally deals with
humor or news pieces | know the person will find interesting.”
- Male 30-34

“The people | would share with are ones that | know would share
with me as well. | think that it is maybe more social than
anything else. It keeps you connected with others that you don’'t
see every day.”

- Female 50-54

“I will send information which I feel is helpful or of interest based
upon recent conversation/contact.”
- Male 40-44
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For the most part, branded and unbranded content are

seen in the same light

® 58% It doesn’t matter to me

*14% More likely to share

branded or professionally
produced content

©*10% Less likely to share

branded or professionally
produced content

*18% generally do not share
this type of content
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Expedia Summer may be over, but that doesn't mean you still can't enjoy x
@ | . .
Expedia S0ME sun! Check out this Jaunted post on five ways you can enjoy the warm
s water in Santa Barbara from sailing to whale watching, btipe At by Ao Tgaxl
Wie've got Santa Barbara deals, getting you 10 some much needed rays for less,

it it Ly fahE e

Five Ways to Get Out on the Water in Santa Barbara | | Jaunted
bk, Iy
Five Ways ko iaet Ouk on the Water in Santa Barbara || Jaunted

ﬁ| 36 minukes ago  Camment © Like - Share

&) Adrian Rozic likes this. Send this to Friends or post it on vour profile, i

| Write a comment. .. |

Home Profile Find

DD DunkinDonuts

+ Following @ & Elstsy |
Alzo followed by @jaranderson, @KristenGarvey, @GTRMRINews, snd 10+ athers

@K _McGovern U betchal Sometimes
these Mondays need a little jump
start. http://dun.kn/amzGP8 Tx for
tweeting! "TC

about 3 hours ago via CoTweet in reply to K_McGovern Reply 13 Retweeet

*CMB Consumer Pulse 2010 (n=1504)



Click data from Outbrain* confirms that interesting

content reigns, regardless of source

* People access content they are “interested in” rather than content deemed as

“the most popular”

/

Click through rate compared to average

Crowd Sourced

Personal
Contextual +2.63%
Popular -25.84%

B E-mail article & Printview €3 Share

You might be interested in.

Bidders snag big deals at Olive 8 condo auction From Ssattiz Timss Businsss & Technology

How life turned out for 7 siblings adopted together From Szattls Times Local News
Driver kills self after fatal wreck From Seattle Times Local Naws

Saddle-like airline seat would pack cabins even more From Ssattiz Times Nation & Werld

Selected for you by a =ponsor:
Climbing Mountains With Osteoarthritis From EverydayHealth. com
Get the Best View of Major Cities From Real Simpls

eCrowd-sourced: People who like this, also like...

ePersonal: Recommendations based on reader’s previous
behavior

eContextual: Similar content as current story

ePopular: Most popular content within the site

*Qutbrain is a leading content recommendation engine ﬁ\%gea%%eg;%er 150 million readers a month through their b
distribution on top sites such as iVillage, USAToday, The Daily Beast, Newsweek, Slate and many others U t ra l n

22 (www.outbrain.com).



Click data from Outbrain* confirms that interesting

content reigns, regardless of source

* Organic and ad based content recommendations perform similarly

You Should Check Out:

@U tb ra I n Growth in Small - Please, No More  Why Obama Bankers: Is

Business Hiring ~ Government Disappoints the  Ohama Of This
Click through rates on paid v. editorial Eg;:gth;;mgr Spending! Left Earth?
content recommendations (2010) Would Like by
Anita Campbell
100% OFEM Forum
90%
80%
70%
60%
50%
40% M Paid
30%
20% W Editorial
10%
0%
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“Who makes the content is not as important to my choice
to share as is the relevance to the person | would be
sending it to...”
-Male, age 30-34

“If I find the info useful | will share it no matter if it’s
homemade or branded.”
- Female, age 18-24

“I don’t care who makes it or where it comes from.

I care about the content.”
- Male, age 25-29

24 *CMB Consumer Pulse 2010




Key takeaways for marketers

1. If your contentis good, people will share it

2. Social Sharing needs to be incorporated into
your overall marketing strategy — but not solely
focused on social media (Email is still extremely
important)

3. Delivering content that people find interesting,
entertaining, and genuine will amplify your
brand messages

4. Knowing your audience and what they want
from you is more important than ever

5. Itis essential to make sharing an easy option for
your customers and prospects

25
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About this research

e CMB Consumer Pulse

» Data was collected online from
1,504 adults (aged 18 and over) via
a nationally representative sample
within the United States by
Chadwick Martin Bailey the week
of August 2379, 2010

e iModerate Research Technologies
conducted one-on-one qualitative
sessions to better understand
social media usage and content
sharing

IModerate®

27 research technologies



http://www.imoderate.com/�

Who is Chadwick Mart

e Foundedin 1984

* 65 employees in Boston

* Global, full-service custom market
research company

* Dedicated practices in retail,
travel, financial services,
healthcare, ecommerce, insurance
and technology verticals

» Specialize in brand, segmentation,
product, and customer loyalty
research

e Put out regular research results
through our Consumer Pulse and
Tech Pulse programs
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Questions?

Josh Mendelsohn Jeff McKenna

Senior Consultant
Email: jmckenna@cmbinfo.com

Vice President, Marketing

Email: jmendelsohn@cmbinfo.com

Follow us on twitter @cmbinfo , Read our blog at blog.cmbinfo.com or become a fan on Facebook

chadwick
® martin bailey

179 South Street, Boston, MA 02111 e 617-350-8922 phone e 617-451-5272 fax www.chadwickmartinbailey.com



http://www.twitter.com/cmbinfo�
http://www.twitter.com/cmbinfo�
http://www.twitter.com/cmbinfo�
http://blog.cmbinfo.com/�
http://www.facebook.com/pages/Boston-MA/Chadwick-Martin-Bailey-Inc/57698357425�
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